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National Organization for Marriage 

Board Update 2008-2009 



. i. nom accomplishments: 2008-2009 

California Prop 8 Campaign 

a. 

nom devoted virtually all of its resources in 2008 toward the 
Prop 8 campaign in California. This required us to put on hold many 
of our plans for nom 's institutional development and 
infrastructure improvement, but the real possibility of failure, 
and the dire consequences a loss in california would have for 
marriage across the country required an "all hands on deck" 
approach to winning in california. 

while some of our donors and close allies (and some of our 

ADVERSARIES, TOO) KNOW, MOST OF THE WORLD MAY NEVER KNOW THE 
CRUCIAL ROLE THAT NOM PLAYED IN THE PROP 8 CAMPAIGN. IT IS LIKELY NO 

overstatement to suggest that without nom's early leadership, 
the Prop 8 campaign would have never gotten off the ground. The 
California Supreme Court had not yet ruled Prop 22 
unconstitutional, and many suggested that we wait and see the 

OUTCOME FROM THE. COURT. HAd'wE DONE SO, IT WOULD HAVE BEEN TOO 
LATE. 

When Brian agreed in late December 2007 to move his family to 
California to begin raising money.to put a marriage amendment on 
the ballot, we were told over an.d over again that the campaign 
was impossible. looking back; we forget how demoralized our 
people were in california — from recent and repeated failures on 
issues.of life and marriage. 

it was brian's energy and nom's leadership that provided the 
impetus and financial resources to collect more than 1 . 1 million 
signatures from every county in the state. 

in the end, nom raised nearly $3 million for the prop 8 effort, 
becoming the largest single contributor to the prop 8 campaign, 
prop 8 aftermath - "above the hate," "bust the blacklist" and 

B. 

DONOR PROTECTION LITIGATION 

THE ANTAGONISM FACED DURING THE CAMPAIGN ULTIMATELY PALED IN 
COMPARISON TO THE HATRED LEVELED AT PROP 8 SUPPORTERS BY GAY 
MARRIAGE ACTIVISTS AFTER THE ELECTION. BOYCOTTS, PICKETING, AND 
OCCASIONAL VIOLENCE - MUCH OF IT TARGETED AT LATTER-DAY SAINTS AND 
LOCAL FAMILY BUSINESSES - WERE ORCHESTRATED BY LOCAL GAY 
MARRIAGE ADVOCATES AND TOLERATED BY ALL THE NATIONAL AND 
STATEWIDE ORGANIZATIONS. 
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NOM WAS RESPONSIBLE FOR THE ONLY ORGANIZED RESPONSE ATTEMPTING 
TO DRAW ATTENTION TO THE BIGOTRY AND INTOLERANCE BEING DISPLAYED 
BY THE SUPPOSED FORCES OF "TOLERANCE." NOM'S "AB0VETHEHATE.COM" 
CAMPAIGN GATHERED NEARLY 6,000 SIGNERS TO A PETITION STANDING WITH 
THE LD S CHURCH IN THE FACE OF RELIGIOUSLY MOTIVATED ATTACKS 
-SUPPORTING THEIR RIGHT TO SPEAK OUT IN SUPPORT OF MARRIAGE. 
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The BustTheBLacklist campaign enlisted NOM's California 
supporters to patronize businesses that had contributed to the 
Prop 8 campaign and had been blacklisted by gay marriage 

ADVOCATES. ONE SUCH FAMILY BUSINESS (LEATHERBY'S ICE CREAM IN 

Sacramento) reported that after NOM highlighted their business, 

DOZENS OF FAMILIES STOPPED BY TO EXPRESS THANKS FOR THE LEATHERBYS' 

Prop 8. support. 

2009 NORTHEAST ACTION Plan 

Early in 2009, it became clear that gay marriage advocates would 

TARGET SEVERAL NEW ENGLAND STATES FOR LEGISLATIVELY ADOPTED 

same-sex marriage during the 2009 legislative session. in march, 
nom launched its 2009 northeast action plan with a series of 
radio ads in Vermont, New Hampshire, and Maine. These early ads' 
(av ailable along with all of NOM's radio, TV and internet ads at 
www.nationformarriage.org/aBs) helped to organize opposition to 
same-sex marriage in these deep blue states — in some cases for the 
very first time. 

as we moved into the legislative season, gay marriage advocates • 

BEGAN PUSHING SAME-SEX MARRIAGE BILLS IN NEW YORK, RHODE ISLAND, 

connecticut and washington dc as well. we expanded the ad 
campaign and created a northeast online action center on our 
website, generating more than 325,000 emails to legislators 
throughout the northeast. 

1. Religious Liberty exemptions (Vermont/Connecticut/New 
Hampshire) 

the one silver lining of the same-sex marriage bills adopted in 
vermont, connecticutand new hampshire this spring has been the 
evolution of substantive religious liberty exemptions for churches 
and religious organizations. in vermont, the executive director of 

THE HUMAN RIGHTS COMMISSION TESTIFIED BEFORE THE JUDICIARY ■ 
COMMITTEE THAT THE EXISTING RELIGIOUS LIBERTY PROTECTIONS IN THE 
LAW WERE INADEQUATE, OPENING THE DOOR TO A LEGISLATIVELY ADOPTED 
EXEMPTION FOR CHURCHES AND CHURCH GROUPS. 

THE EFFORT BECAME MORE ROBUST IN CONNECTICUT AS THE PEOPLE OF 
CONNECTICUT OVERWHELMED THE STATEHOUSE WITH OPPOSITION TO THE 
GAY MARRIAGE BILL INTRODUCED AS MERELY "IMPLEMENTING" THE 

Connecticut court ruling on marriage, but with no religious 
liberty exemptions. catholic democrats from blue collar districts 
revolted, leaving the leadership with no choice but to permit real 
religious liberty protections to be brought to the floor, debated 
<■ and voted on. 

Finally, in New Hampshire, after the gay marriage bill made its 
way through the house and senate thefirsttime, governor lynch 
announced thathe would not sign the bill without specific 
religious liberty protections. after another setback in the house 
that shocked advocates and nearly derailed the entire bill, the 
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' religious liberty amendments were ultimately approved and signed 
into law by governor lynch. 

although these religious liberty protections are in some ways 
more narrow than one might desire (focusing primarily on religious 
institutions, to the exclusions of individual professionals and 
business owners), they nonetheless mark. a turning point of sorts in 
the gay marriage debate. three of the four states to have passed a 
same-sex marriage bill this. spring, did so only after the inclusion 
of real, substantive religious liberty protections, validating 
nom's frequently expressed concerns for the religious liberty of 
traditional faith groups if same-sex marriage is adopted without 
specific protections. 

2. New Hampshire 

New Hampshire represents the clearest example' of manufactured 
- legislative support for same-sex marriage. despite overwhelming 
opposition to gay marriage (65% in robocalls conducted by 
cornerstone action and partially funded by nom), the 
legislature was flipped to democratic control in 2008 as tim glll 
and his allies flooded the state democratic party with campaign 

MONEY (MORE THAN $9 MILLION - COMPARED TO A FEW HUNDRED THOUSAND 

dollars in a normal election year). 

that money successfully bought same-sex marriage in new 
Hampshire, as Democratic officials pressured "wayward" 
Democrats, reviving a same-sex marriage bill that-stalled twice 
when voted - down in the House, only to be resurrected 'on 
reconsideration after Senate leadership broke with protocol and 
rem o ved a Republican senatorTprom the conference committee . ■ 

During the two months thAt the marriage bill was pending in the 
new Hampshire legislature, NOM helped fund the work of 
Cornerstone Action P AC, aired TV and radio ads in the state, and 

GENERATED NEARLY 15,000 EMAILS TO MEMBERS OF THE STATE HOUSE AND 
SENATE. 

New Hampshire remains an action item for. the coming year as well. 
During the marriage debate in New Hampshire, two special 
elections were held in the state, both pitting a pro-ssm Democrat 
vs. a pro-marriage Republican. In both cases, the Republican won 
convincingly, reversing outcomes seen across the state last 
November. The Human. Rights Campaign poured money and 
manpower into these races, and nom quickly responded by helping 
to set up a New Hampshire PAC to fund robocalls and grassroots 
organizing in the district. 

3. New York 

Since Governor Paterson announced plans to introduce a same-sex 
marriage bill in new york this past april, nom has focused 
significant resources on the effort to stop gay marriage in new 
' York. The efforts to date have included radio and TV ads, a Times 
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Square electric billboard, and robocalls to 25 of the key senate 
districts. 

The robocalls generated thousands of phone calls to key senators 
(all from their own constituents !) and allowed us to id voters all 
across these swing districts.. 

The Senate leadership crisis of the past month has sidelined the gay 
marriage debate for the time being, with reports indicating that • 
Governor Paterson intends to bring the issue to the fore again 
during a special session in september. 

Last month, as the Senate appeared poised to vote on gay marriage, 
NOM launched its NY Marriage P AC , with, a promise to spend the 
first $50.0,000 raised in support of a primary challenger to any NY 
Republican senator who voted for same-sex marriage. 

4. Washington 

The DC COUNCIL, having just adopted a measure to recognize same- 
sex marriages from other jurisdictions, is widely expected to 
consider same-sex marriage legislation within the next few months. 
NOM is part of a DC marriage coalition (Brian Brown is the 
coalition's treasurer) now ramping up a campaign to organize ■ 
opposition to same-sex marriage in the District of Columbia. 
Iowa Marriage Amendment 

D. 

Just hours after the Iowa Supreme Court ruling imposing same-sex 
marriage on the state, NOM launched a grassroots advocacy 
center allowing people from all across the nation to contact a 
group of key IoWA Democratic legislators urging them to. support a 
constitutional amendment to the Iowa Constitution -- a long 
process, but the only way of reversing the Court ruling. Within 
just a few days, we had generated more than 165,000 emails to these 
key legislators. 

With the help of Congressman Steve King, NOM robocalled the 

ENTIRE STATE. (MORE THAN 250,000 HOUSEHOLDS) IN RESPONSE TO THE 

court decision, urging iowans to call their legislators. we also 
asked if we could call back and ask them for money. 

a measure of the people's antipathy for gay marriage and the lowa 
court ruling: the very first sweep of phone calls raised more money 
than the cost of the robocalls, and generated thousands more 
phone calls and emails to the lowa statehouse. 

There remains a small group of legislators blocking the marriage 
amendment in lowa, see 2009-201 1 project discussion below. 
Religious Liberty ad Campaign 

E. 

In early April, NOM launched a $1 .5 million religious liberty ad 

■ ' CAMPAIGN. THE FIRST AD, "GATHERING STORM," GENERATED AN IMMEDIATE 
REACTION FROM THE HUMAN RIGHTS CAMPAIGN, CREATING WIDESPREAD 
MEDIA INTEREST IN THE CONTROVERSY. WITHIN DAYS, MORE THAN 350,000 
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PEOPLE HAD VIEWED THE AD ON YOUTUBE, RANKING AS ONE OF THE TOP 1 00 
MOST VIEWED VIDEOS ON YOUTUBE FOR THE WEEK 'OF APRIL 5TH, 
REBROADCASTS OF THE AD IN NEWS COVERAGE BY CBS NEWS, FOX NEWS, 
MSNBC AND CNN BROUGHT THE MESSAGE OF RELIGIOUS LIBERTY THREATS 
POSED BY SAME-SEX MARRIAGE TO MILLIONS MORE VIEWERS. 

THE SECOND AD IN THE RELIGIOUS LIBERTY AD CAMPAIGN FEATURED CARRIE 
PREJEAN AND HER STAND FOR MARRIAGE IN RESPONSE TO QUESTIONING FROM 

Perez Hilton during the Miss USA pageant. Her courage in the face 
of the abuse she received has inspired millions of Americans and 
again generated extensive media attention to the intolerance 
shown by many same-sex marriage supporters. 
Ruth Institute 

F. 

In June, the Ruth Institute formally joined with NOM, becoming an 
affiliated center under the umbrella of NOM, focused on 
transmitting a healthy culture of marriage and family to the next 
generation of leaders. Dr. JenniferRoback Morse founded the 
Ruth Institute and is a frequent speaker on college campuses. Tins 

NEW RELATIONSHIP WILL GIVE NOM A NEW FOCUSED OUTREACH TO THE 
NEXT GENERATION ON MARRIAGE. 

Two Million for Marriage / DOM A Defense Fund 

G. 

IN FEBRUARY, NOM BEGAN LAYING OUT A GOAL TO IDENTIFY TWO MILLION 
PRO-MARRIAGE AMERICANS BETWEEN NOW AND THE 2010 ELECTIONS. THE 
PURPOSE OF THIS GOAL IS THREE-FOLD: (1) WE BELIEVE THAT TWO MILLION 
AMERICANS WILL PROVIDE THE CRITICAL MASS NEEDED TO STOP OBAMA ' S 
PLANS TO REPEAL DOMA, FORCING SAME-SEX MARRIAGE ON THE ENTIRE 
COUNTRY; AND (2) TWO MILLION MARRIAGE ACTIVISTS WILL ALSO REPRESENT 
• TENS OF THOUSANDS OF DONORS AND POTENTIAL D 0NOl{.S SERIOUS ABOUT. 
STOPPING SAME-SEX MARRIAGE; (3) AS A FEDERAL PAC, NOM IS PERMITTED 

unlimited action with its own members - not requiring federal 
campaign contribution reporting. this will become critical as we 
mobilize our activist base to stand for marriage in advance of the 
2010 elections, ... 
New Technology Developments (Website, Facebook, YouTube, 

H. 

Twitter) 

This spring, NOM launched a new website, at the same time rolling 

OUT EXPANDED FACEBOOK. YOUTUBE, TWITTER AND BLOGGING 
CAPABILITIES, IN ORDER TO STAY IN FREQUENT CONTACT WITH OUR 
SUPPORTERS, AND PROVIDING THE SOCIAL NETWORKING CAPABILITY NEEDED 
TO TAKE ADVANTAGE OF OUR SUPPORTERS' PERSONAL ONLINE NETWORKS. 
NOM IN THE NEWS 
I. - 

Print, radio, and television appearances for NOM include: the New 
York Times, Washington Post, USA Today, Los Angeles Tmbs, 
. associated Press, Reuters, CNN, NPR, CBS News, Larry King Live, 
Anderson Cooper 360, National Review, The Weekly Standard, San 
Diego Union-Tribune, San Francisco Chronicle, Boston Globe, 
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Providence Journal, New York Daily News, Westchester Journal 
News, Salem Radio Network, and numerous radio affiliates across 
the country. 

a partial list op nom media mentions from the past six months is 
attached.. 

II. NOM 2009-2011 

Strategic Overview: The State ofthe Marriage Debate (Maggie 

A. 

Gallagher) 

THE NOR THEAST CORRIDOR: NY/NJ/MAINE/NE/D C/RHOPE ISLAND 

1. 

CALIFORNIA 

2. 

Marriage Amendments (Iowa, Indiana, North Carolina, 

3. 

Pennsylvania, West Virginia) 

Federal Litigation (Prop 8,Massachusetts, Louisiana) 
4. , 
Next Steps: NOM Vision 2009-2011 

B. 

Wbhave outlined below an aggressive $20 million strategy aimed at 
stopping, isolating, and partially reversing the advances- of gay 

MARRIA GE ADVOCA TES1N THE'UNITED STATES. THE STRATEGY IS HEA VILY 
. FOCUSED ON STATE 20 10 ELECTIONS, AND LAYS THE GROUNDWORK TO MAKE 
MARRIAGE A MAJOR ISSUE IN THE 2012 PRESIDENTIAL ELECTION AS WELL. WITH 
ADEQUATE RESOURCES, WE CAN WIN THE BATTLE FOR HEARTS AND MINDS ON THE 
MARRIAGE ISSUE. ' - 

ROLLBA CK: PRE VENTING PASS A GE OF GA Y MARRIA GE BILLS AND 

1. 

ROLLING BA CK VERY RECENT GAINS FOR THE MOVEMENT TO REDEFINE 

MARRIAGE IN BLUE STATES IN THE NORTHEAST. 

. PREVENTING SSM IN NEW YORKAND NEW JERSEY. (SI MILLION) 
A) 

STRATEGIC INSIGHT: GAY MARRIAGE IS NOT HIGH ON MANY VOTERS ' 
PRIORITY LISTS, EVEN IN LIBERAL STATES. GAY MARRIAGE ADVOCATES ARE 
. COUNTING ON VOTER APATHY TO PERMIT THEM TO PLA Y TO THEIR WELL 
FUNDED BASE AND TO PLEASE THEIR DONORS AND THE MEDIA INSTEAD 
OF VOTERS. 

1 

nom is using sophisticated technology to reach out to voters 
in these sta tes, supplemented b y persua sive radio, tv, and 
internet ad vertising to rajse concerns in voters ' minds. with 
one outlay of capital, using robocall technology, we can (a) 
identify our marriage voters for future electoral purposes, 
(b) genera te a flood of phone calls to legisla tors from 
outraged constituents, anp (c) fvndraise, thus permanently 
expanding our small donor/activist base and generating seed 
capital for the next r und of robocalling. we also work with 
Catholic bishops and Protestant pastors to educate religious 
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VOTERS ON THE COSTS OF GAY MARRIAGE. ONE GREAT STRATEGIC ASSET 
. IN THESE STATES? THE AMOUNT OF POLITICAL PRESSURE IT TAKES TO 
GET POLITICIANS TO DO NOTHING IS MUCH LESS THAN GETTING THEM TO 
DO SOMETHING. 

, Rolling back gay marriage m Maine. ($1 million). 
b) 

In Maine,- we can and will get marriage on the ballot in 
November. We well win by using techniques and arguments 
developed in the big victory last year in california. 
Going on Offense: Two Million Marriage Activists/Small 

Donors ($3 million) 
, pushing for marriage amendments in north carolina, 

Pennsylvania and Indiana. . 

Strategic priority: Building our activist and small donor base 
by pushing for state marriage amendments in politically 
significant states including: Pennsylvania, North Carolina,' and 
' Indiana. Beca use these are socially, conser vative sta tes, we can 
quickly b uild a generous small donor base with an influx of 
lead capital. 

Right now, we are playing on our weakest turf: blue states in 
the Northeast dominated by the Democratic Party, where 
religiqus conservatives are relatively weak. even here we have 
been able to loca te, anima te and organize significant numbers 
of small donors and activists on the marriage issue. but we do 
not want to play on weak turf indefinitely. our goal in 2 009 
and 2010 is to move from playing defense to fla ying offense: 
push marriage amendments through the state legislatures in 
Penns'yl vania, Nor th Carolina and Indiana. 

gay marriage advocates have spent millions to knock 0ffpr0 
family leaders in key state legislatures. pro marriage groups 
in sta tes' like pennsyl vania ha ve relied on diffuse public 
opinion rather than sophisticated political organizing to push 
marria ge amendments in these states. with the proper 
resources and tactics, we can make it clear: there is a very high 
cost to politicians tha t promote ga y marria ge. we do not need 
to match gay marriage advocates dollar for dollar because, 
unlike them, we have actual voters on our side. we do need to 
use sophisticated technology and outreach campaigns to build 
resources in target rich states including those key to 
Presidential and Congressional races (see below). 
State emergency reserve fund ($5 million) 

we have to be ready for a decisive, raped and' effective response 
in whatever states gay marriage advocates decide to push for 
gay marriage. such a state emergency fund will also act as a 
discouragement to politicians tempted by their base to push this 
divisive issue on their constituents. 
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4. 



Nationalizing the marriage issve. ($5 million) 



Marriage needs to be a national (and ultma telyjmternatiqnal ) 
discussion, not lust a local or regional issue.| 



Redact 





. K>WAA.N» NEW HAMPSHIRE PROJECT (S3 MILLION) 
A ) 

NEW HAMPSHIRE AND IOWA ARE THE TWO STATES THAT LEAD OFF 
THE U.S. PRESIDENTIAL PRIMARIES. WE PLAN A 2-3 YEAR CAMPAIGN 
TO TAKE BACK CONTROL OF THESE LEGISLATURES BY ELECTING PRO- 
FAMILY LEGISLATORS, AND ALSO TO USE IOWA AND NEW HAMPSHIRE 
TO BUILD A STRONG BASE OF MARRIAGE VOTERS TO INFLUENCE THE 
U.S. PRESIDENTIAL RACES IN 2012. WE WELL MAKE STRONG AND 
VOCAL SUPPORT FOR MARRIAGE A REQUIREMENT TO GAINING THE 
PRESIDENTIAL NOMINATION IN20.12. 

, Federal Marriage PAC (Political action Committee) ($1 
b) 

MILLION) 

as we build assets in specific states (identifying marriage 
voters, activists and small donors) we want to direct these 
assets to electing pro-marriage legislators in congress. a 
federal marriage pac will help us block the repeal of the 
defense .of marriage act; influence supreme court 
nominations, and down the road revive a credible threat of 
a federal marriage amendment. 

Building a network of regional political directors will 
help us identify and. recruit candidates. politically 

SIGNIFICANT STATES (beSIDESi-NEW HAMPSHIRE AND IOWA) IN 

senate and presidential politics include: south carolina, 
Florida, Ohio, Minnesota, Indiana, Pennsylvania, Nevada, 
■ Connecticut, New Mexico, Nevada, Colorado, Indiana, 
Michigan. 

x „ideswiping obama ($1 million american principles 

C) S 

Project) 

Expose Obama as a social radical. Develop side issues to 
weaken pro-gay marriage political leaders and parties and 
develop an activist base of socially conservative and 
Christian voters. Raise such issues as pornography, 
. protection of children, and the need to oppose all efforts to 
weaken religious libbrty at the federal level. 

CUL TURAL STRA TBGIES ($5 MILLION) 
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. Interna tionalizing the Marria ge Issue: a Pan-American 

A) 

strategy 

The Latino vote in America is a key swing vote, and will be so 
even more so in the future, both because op demographic 
growth and inherent uncertainty: will the process of . 
assimilation to the dominant anglo culture lead hlspanics to 
abandon traditional family values? we must interrupt this 
process opassimila tion by making support for marriage a key 
badge of latino identity— a symbol of resistance to 
inappropriate assimilation. 

we seek to identify glamorous young latino and latin a 
leaders, especially artists, actors, musicians, athletes, writers, ' 
and other celebrities willing to stand for marriage, regardless 
of national boundaries. develop spanish language radio and 
tv ads in an appropriate range of dialects; devel op pamphlets, 
yo u tube videos, ch.urph handoots for spanish speaking people, 
and create a template that can be used abroad. 
. The Next Genera twn Project 

the la tino identity project will also help us in building a 
community tha tcan reach o ut to the next genera tion of ther 
americans as well. use student conferences, speakers and 
debates, to find, train, and equip young leaders on the 
marria ge issue at- ivy lea gue and equivalent colleges. nom has 
la unched the. r uth institute for. this purpose and is' working 
with the love and fidelity network to replicate the success of 
the Anscombe Model on the Princeton Campus. 
q j^oia Civil Right Project 

the strategic goal of this project is to drive a wedge between 
gays and blacks— two key democratic constituencies. find, 
equip. energize and connect african american spokespeople 
for marriage; develop a media campaign around their 
objections- to gay marriage as a civil right; provoke the ga y 
marriage base into responding by denouncing these spokesmen 
and women as bigots. no politician wants to take up and push an 
issue that splits the base of the party. fanning the hostility 
raised in the wake of prop 8 is key to raising the costs of 
pushing gay marriage to its advocates and persuading the 
movement's allies that advocates are unacceptably 
overreaching on this issue. consider pushing a marria ge 
amendment in washington d.c.; find attractive young black 
Democrats to challenge white gay marriage advocates 
electorally. 
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D j Interna tional Scholars Project 

We need to identify and nurture a worldwide community of 
highly credentialed intellectuals and professional scholars, 
physicians, psychiatrists; social workers,. and writers to 
credential our concerns and to inferr up t the silencing tha t 
takes place in the academy around gay marriage and related 
famil y issues. marriage as the union of husband and wife has 
deep grounding in human nature, and is supported by serious 
social science. 

£ ^ r aising the nega tivbs on homosexvality/lnterr upting the 
Race Analogy 

ultimately we aim to raise the costs of identifying withgay " 
marria ge, and also raise the attra ctiveness of identifying with 
traditional marriage. b ut we also need to accomplish a 
sophistica ted cultural objective: interrupt the attempt to ' 
, equate gay with black, and sexual orientation with race. we 
need to make traditional sexual morality intellectually 
respectable again in elite culture. and we need to give liberals 
an alternative way of thinking about gay rights issues, one that 
does not lead to the misuse of the power of government to 
crush dissent in the name of fighting discrimination. 
p j Behind Enemy Lines, Document the Victims in Europe. 

we ha ve learned ho w to make the coercive pressures on 
■ religious people and institutions an issue in the tfnited sta tes. 
we will use this knowledge to raise the profile of government 
a tta cks on the liberties of religious people and institutions in 
Europe, bothfor internal Somestic consumption in Europe and 
to halt the movement towards gay marriage worldwide. our 
goal is to problema tize the oppression of christians and other 
traditional faith communities in the european mind. 
. Behind Enemy Lines: Document the Victims— Keeping Gay 

G) 

marria ge contro versial in massa chusetts, vermont, 
Connecticut 

we need to document the consequences of gay marriage and 
de velop an effective culture of resistance behind enemy lines, 
polling data in massachusetts indicate that six years after 
courts imposed gay marriage, public opposition to gay maariage 
is surprisingly strong. it is also, however, very quiet, in part 
because people fear retaliation and harassment if they speak up 
for traditional marriage ideas. (in a recent poll 36 percent of 
people who oppose ga y marria ge a greed tha t " if yo u speak ut 
against gay marriage in Massachusetts you really have to 
wa tch your back beca use some people may try to hurt you. ") 

We will fund a low COST billboard and media campaign TO . 

SUPPORT THE IDEA. THAT CHILDREN NEED MOTHERS AND FATHERS AND 
TO HIGHLIGHT THREA TS AND PROMISE SUPPORT TO ANY CITIZENS 
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ATTACKED FOR THEIR PRO MARRIAGE VIEWS,- COMMISSION POLLING AND 
OTHER STUDIES TO DOCUMENT CONSEQUENCES OF GAY MARRIAGE; AND 
GA TITER A RAPID RESPONSE TEAM OF VIDEOGRAPHERS AND REP OR TERS 
TO COLLECT AND RECORD STORIES OF THOSE WHO HA VE BEEN 
HARA SSED, THREATENED OR INTIMIDATED ASA RESULT OF THEIR 
■SUPPORT FOR TRADITIONAL VIEWS ON MARRIA GE AND SEXUALITY A CROSS 
. THE COUNTRY AND ALSO IN EUROPE AND ABROAD. 

FINANCIAL REPORT 

III. 

FVNDRAISING ACHIEVEMENTS 

A. 

From January 1, 2009 to June 15, 2009, NOM has grown froma donor base 
of 8,000 to 30, 000 and its a cttve constituency has increased from 50,000 to 
400,000 (The goal is 50,000 donors and 2,000,000 activists by the end of 
2009.) during this time, nom and app ha ve raised 4. million dollars. 
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B. 



Financial Statements 

included in the attachments are summary financial statements and 
complete a u'dited financial sta tements for nom and the na tional 
Organization for Marriage Education Fund. 



Attachments: 

Marriage: $20 Mil-lion Strategy for Victory 

I. 

2 NOM Media Highlights: Selected Media Mentions 
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A vdited Financial Reports 
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